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CONTRASTED LISTS. 


In the last issue of PRINTERS’ INK 
there appears a list of advertising 
agents recognized by the American 
Newspaper Publishers’ Association. 
In recommending this list to its mem- 
bership, Col. Morgan, of the New 
Haven, Conn., Register the secretary 
of the executive committee of the 
American Newspaper Publishers’ As- 
sociation, says that the ‘‘ Committee 
does not deal in any way with the mat- 
ter of credit, the only recommendation 
being that the concerns on the list are 
in good standing, have offices devoted 
to the business, and are in the true 
sense of the word general advertising 
agents.” 

This list is significant as being the 
first ever authoritatively issued by any 
association of publishers, as a full and 
complete list of all the persons pretend- 
ing to be advertising agents through- 
out the length and breadth of the land 
who have established any actual claim 
to be considered advertising agents in 
good standing. 

The list was compiled with a great 
deal of care; a sort of dragnet having 
been put out a year or two ago, which 
gathered up the name of every estab- 
lishment pretending to conduct an ad- 
vertising agency in any part of the 
United States. The list so arrived at 
originally contained about three hun- 
dred names, all of which, for one rea- 
son or another, have finally been 
dropped by the executive committee of 
the publishers’ association except the 
forty-one here printed, and among 
these it would appear that not quite 
one-half have been recognized by the 
Association of General Newspaper Ad- 
vertising Agents as possessing suffi- 
cient claims for recognition as general 
agents. 


FOR 
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The names which are recognized by 
the last-named association are indi- 
cated in the list here given by being set 
in italic. It would be interesting to 
learn on what grounds objections are 
made by the agents association to the 
other names which appear upon the list 
put forth by the publishers’ association. 

GENERAL ADVERTISING AGENTS, 

é Ayer & 
Phtiade ‘iphia Pa. 

5 Bates & Co., 
Vork City. 

Geo. P. Rowell & 
New York City. 

Lord & Thomas, 45 Randolph street 
cago, il, 

Dauchy & Co., 27 Parh Place, N. 5 

WW, Sharpe & Co.,21 Park Row, 
l ork City. 

S. R. Niles & Co., 256 Washington street, 
—, Vass. 
M. Pettingill & Co. 
Mass. 
H, Parvin's 
cinnat?, Ohio. 

F Walter Thompson, 
New York City. 

Nelson Chesman & Co., 
St. Louis, Mo. 

Horace Dodd, 
ton, Mass. 

Frank, Kiernan & Co . 

York City. 

Charles H, Fuller 

E. N. Erickson, 


Son, 302 Chestnut street, 


Potter Building, New 


Co., 10 Spruce street, 


, Chi- 


City. 
Vew 


, 10 State street, Bos- 
Pia 
. Sons, 175 Vine 


street, Cin- 


Potter Building, 


922 Locust street, 
265 Washington street, Bos- 


152 Broadway, New 
, Chicago, 1. 
y 5 Beekman street, New 
York ¢ Wty. 
Pratt & Co., 54 North Ninth street, Phila- 
— Pa. 
3. Jloyd & Co., Chicago, Ill. 
. Evans, 294 Washington street, Boston, 


t 
Mass. 

Arthur A 
York City. 

M. Heimerdinger, 41 Park Row, 


Anderson,21 Park Row, New 
N. Y. City. 
Savage & Farnum, Detroit, Mich. 
Boston Bureau of Advertising, Geo. A. Fox- 
croft, Manager, 36 Bromfield st., Boston, Mass. 
W. N. Gates & Co., 10 Pine street, Cleve- 
land, Ohio. 
J. C. Hough, Detroit, Mich, 
Ww. j. Danielson, Providence, R. I. 
C. J, Wheeler, Providence, R. I. 
Fred W. Nostrand, 50 Tribune 
New York City. 
— & Bloom, 69 Dearborn street, Chi- 
cago, Ill 
T. H. Cahill, 34 School street, Boston, Mass. 
Remington Brothers, Pittsburgh, Pa. 
Tobias Brothers, 3 Chambers street, 
York City. 


Building, 


New 
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Wm. Young, 21 Park Row, New York City 
Mail Advertising Agency, Toronto, Ont. 
W. H. Whittaker, 33 Atwater street, Cleve- 
land, Ohio. 
eman Burr, 3 Park Row, New York City. 

John Lane, Tribune Building, N. Y. City. 

Chas. Meyen & Co, 154 Nassau street, New 
York City. 

M. Volkman, Morse Building, N. Y. City. 

P. B. Bromfield, 21 Park Row, N. Y. City. 

Brown & Pulverman, 1,238 Broadway, New 
York City. 

Geo, W. Place, 52 Broadway, N. Y. City. 
ADVERTISING IN FLORIDA. 
East SprinGrie_p, N. Y., Dec. 3, 1888. 

1 wish to advertise some land in a few 
Florida papers for thirty days. Wil! you not 
send me terms?—Z.xtract from a Letter. 

Florida has 113 newspapers and of 
these thirteen only print so many as an 
average issue of 1,000 copies, and 
most of the thirteen are issued in Jack- 
sonville. The schedule rates of the 
Florida papers are high—very high. 

At a cent a line for each 1,000 issues, 
the price for inserting ten lines four 
wee cs in a paper of 1,000 issues would 
be 40 cents. The average price charged 
for | 1 lines a month, in the 100 pa- 
pers vhich do not issue a thousand 
copies a week is not less than $2 a pa- 
per. Yet few of them would refuse 
an order to insert one month for $1, or 
three months for $2. Some would, 
however, refuse. Some would throw 
the proposal in the fire. Some would 
refuse to answer. 

The man who wants to advertise 
“*some land in a few Florida papers 
for thirty days” should send his ad- 
vertising agent a copy of his advertise- 
ment and a check for $5, $10, $50, or 
$100, as the case may be, and leave 
the placing of the advertisement to the 
agent’s judgment. He will get more 
than twice as much advertising in this 
way than he will if he insists upon 
being told in advance exactly what he 
is to receive. 

The Florida section of Geo, P. Row- 
ell & Co’s Select List of Local News- 
papers names five dailies and weeklies 
issued outside of Jacksonville, in which 
an advertisement occupying one inch 
of space may be inserted one month 
for two dollars and a half. 


-2 ee 


ADVERTISING agencies render an in- 
direct but substantial service to the 
journals in so far as they save adver- 
tisers from waste of money and conse- 
quent loss of faith in the efficiency of 
advertising. 


PRINTERS’ INK. 


DO YOU CATCH THE IDEA? 

You can’t push two things in the same way 
recisely, 

One’s certain to fail where the other goes 
nicely. 

They want different channels,—to 
concisely— 

Do you catch the idea? 


put it 


For, one line of goods may be highly suc- 
cessful 
If advertised well, and another distressful, 
Even if with your “ads.” you'd filled the 
whole press full— 
Do you catch the idea? 


The wording of ** ads.’’ is an absolute science, 
When properly done, it bids failure defiance, 
And upon their effect you can then place 
reliance— 
Do you catch the idea? 


An agent is needed by a large advertiser, 

As client has need of a legal adviser, 

To counsel and guide, and render him wiser 
Do you catch the idea? 


But the agent has duties far straighter and 
plainer, 
And, unlike the lawyer, he needs no retainer ; 
In which his employer, of course, is the 
gainer— 
Do you catch the idea? 


The outlay of money he wisely compresses, 
As the interests of his employer prog¢esses, 
Successes of customers are 47s successes— 
Do you catch the idea ? 
—Herbert Booth King. 


FRANCISCO 
PAPERS. 


SAN NE WS- 


The California newspapers are a 
progressive lot, and especially is this 
true of the daily newspapers of San 
Francisco, which in enterprise and 
bulk rival the great dailies of New 
York. 

There are thirteen dailies printed in 
San Francisco—seven morning and six 
evening papers. Of these the evening 
Abend Post and the morning California 
Demokrat are printed in the German 
language; the 72 Franco Californien, 
a morning pape in the French lan- 
guage, and the remainder in the En- 
glish language. 

The Alfa California was established 
just prior to the ‘‘ gold fever” of '49, 
and is now the oldest newspaper pub- 
lished in San Francisco. 

The Commercial News and Shipping 
List and the Journal of Commerce are 
commercial papers, and the Hotel Ga- 
sette and Railway Advertiser is what 
its name designates it to be. The 
Evening Post and the Report are both 
evening papers. 
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The Chronicle, Examiner and Morn- 
ing Call are the three great morning 
dailies of San Francisco, 

From the Chronicle of January 1, 
we reproduce the illustration that ap- 
pears upon this page, which, hav- 
ing been reduced from the full-page 
size of the Chronicle—2o0x24 inches— 
to its present dimensions, is rendered 
unintelligible in part. With the aid of 
a magnifying glass, however, the 
‘*Basis of California’s Wealth” and 
“Facts about California” may be de- 
ciphered. 

The Lxaminer has the spirit of en- 
terprise strongly developed. This it 
has recently demonstrated by making 
arrangements for opening an Examiner 
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bureau in London, Paris and Berlin, 
from which cities it will regularly re- 
ceive and publish European correspond- 
ence, 

It would be difficult, if not impossi- 
ble, to select two San Francisco papers 
that would be better newspapers than 
the Morning Calland the Evening Bul- 
/etin. Both of these are excellent pub- 
lications. The Avening Bulletin cir- 
culates largely among the better class of 
newspaper readers—its subscription 
price is $12 a year—and it is the only 
newspaper in California that enjoys the 
distinction of the ‘‘ bull’s eye” (@) in 
the American Newspaper Directory— 
a symbol signifying great worth to 
advertisers. 


Ae ce 
ot er cn, Spgs ran #5 9 
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NEW YORK, FEBRUARY 15, 1889. 


CONTRASTED LISTS. 


The executive committee of the 


American Newspaper Publishers’ Asso- 
ciation, in recommending to the mem- 
bers of that organization the list of ad- 
vertising agents, printed elsewhere in 
this issue, say that ‘‘ the committee does 
not deal in any way with the matter of 


credit, the only recommendation being 
that the concerns on the list are in good 
standing, have offices devoted to the 
business, and are in the true sense of 
the word general advertising agents ;” 
though what constitutes a general ad- 
vertising agent, ‘‘in the true sense of 
the word,” the committee omitted to 
state. 

Last April the Association of General 
Newspaper Advertising Agents drafted 
a list of those who were eligible for 
membership in their association—which 
list is also printed elsewhere in this 
issue—but this list contains less than 
one-half of the names that appear on 
the list of the American Newspaper 
Publishers’ Association, 

Now, why is it that these two asso- 
ciations, both so capable for the under- 
taking and both having the same object 
in view, 7. ¢., the formulation of a com- 
plete list of general advertising agents, 
should not arrive at conclusions which 
are substantially identical ? 

The explanation probably is, that 
while the American Newspaper Pub- 
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lishers’ Association does not ‘‘ deal i 
any way with the matter of credit” o/ 
those it recommends ; the Associatio: 
of General Newspaper Advertisin; 
Agents ‘‘consider carefully the stan 
ing, reputation, business qualificatio: 
and financial soundness of those whon 
they declare to be eligible to member- 
ship in their association ;” and that 
while the only requirements of thos: 
on the associated publishers’ list ar 
that they “‘ have offices devoted to th 
business, and are in the true sense of 
the word general advertising agents 
the associated advertising agents in- 
clude in their list ‘‘ the names of only 
such general newspaper advertising 
agencies as undertake to receive and 
forward business to newspapers of 
every section of the country.” 

The publishers’ association requires 
only that the general agent shall have 
an office and be in good standing 
The agents’ association requires tw 
other qualifications, viz., that the gen- 
eral agent shall be financially respon- 
sible, and have facilities for doing a 
general business: 7. ¢., a business not 
only with the papers of a class, a city, 
or a neighborhood ; but with the pa- 
pers of the whole country. 

The Association of General Newspa- 
per Advertising Agents holds its annua! 
convention in this city in April next, 
when it is probable that their list of 
general advertising agents will be re- 
vised. It would be well if the executive 
committee of the American Newspaper 
Publishers’ Association could collab- 
orate in this revision for the pur- 
pose of producing a list of general 
advertising agents that both assoc 
tions would recognize, the 
ing, reputation, business qualificatior 
and financial soundness” of wh« 
members should have been duly co! 
sidered beforehand. 


** star 


A NEWSPAPER advertisement “‘ dro} 
the same thought into a thousand mind 
at almost the same moment.” This 
one characteristic of its power and su- 
periority over all other advertising 
mediums. 
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ADVERTISING BY 
MARKS. 


By c. F. B. 


TRADE- 


one form of an 
advertisement. It is a symbol, em- 
blem or mark attached to manufac- 
tured goods, to indicate their origin or 
ownership. Its use is very ancient, 
going back to the times when inter- 
provincial commerce received such de- 
velopment from the peace and security 
resulting from the almost universal do- 
minion of the early Roman emperors. 

rhe right to a trade-mark is a prop- 
erty right, recognized and enforced 
by the common law, and not depend- 
ent, like a patent right or copyright, 
upon statutory recognition or creation. 
The right to a trade-mark ensues from 
its use in commerce and not from its 
adoption without use. 

Any trader domiciled in a country 
can acquire a property right in a trade- 
mark. He can transfer the right, as 
an incident to the transfer of the busi- 
ness wherein it is used. The right to 
a trade-mark lasts so long as the use of 
it. If a cessation of use amounts, 


A trade-mark is 


under the particular circumstances of 


the case, to an abandonment of the 
trade-mark, any other trader may 
adopt and use it and become its owner. 
Herein is a suggestion of the limita- 
tions to which every kind of ownership, 
in every conceivable thing, is subject. 
Behind every individul title stands a 
paramount public right ; perhaps never 
to be actively asserted, but always 
potential. 

The United States, Great Britain, 
France, Italy, Spain, Portugal, Hol- 
land, Belgium, Switzerland, Brazil, and 
some other minor countries, constitute 
an international union, wherein the citi- 
zens of each country enjoy in all the 
other countries the trade-mark rights 
of the citizens of those countries, and 
have special facilities and priviliges for 
the registration of their marks. 

A trade-mark may consist of letters, 
words, pictures or designs, or combi- 
nations of these ; but it mtust be such 
as to distinguish the goods bearing it 
as the goods of a particular manufac- 
turer or merchant, and not merely de 
scriptive of the qualities of the goods. 
*‘Lackawanna Coal” is not a valid 
trade-mark, because it is merely de- 
scriptive, and therefore open to general 
use ; but ‘‘ Diamond Coal’’ would be 
a good trade-mark, because the phrase 
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is distinctive and not descriptive, the 
word ‘‘ Diamond” being simply an 
arbitrary or fanciful term when applied 
to coal. ‘* Curing Oil” would not be 
a valid trade-mark ; ‘‘ Curoleum ” 
would, as a newly-coined word, in- 
capable of descriptive use without 
turning it back into the original form 
of the words from which it is derived. 
‘* Electric Belt’? would not hold, but 
**Electra Belt” would be valid. The 
figure 7 is not a valid trade-mark, but 
otherwise, if it be of a distinguishing 
form, color or style. ‘‘Lion Beer” 
would be good as a trade-mark, as well 
as a beverage, but ‘‘ Lion Bristles” 
would be held descriptive. 

A trade-mark would not be valid if 
it so nearly resembled an older trade- 
mark as to be liable to deceive a pur- 
chaser of ordinary intelligence and care- 
fulness ; for here the public would be 
injured by buying one kind of goods, 
supposing them to be of another kind, 
and the owner of the older mark would 
be injured by the unintentional buying 
of other goods in place of his own, 

A trade-mark is invalid that deceives 
the public as to the origin, ownership, 
or other characteristic of the goods; 
for the public interest is always above 
private right. 

Trade-marks may be registered in 
the Patent Office, at Washington, for a 
fee of twenty-five dollars. The 
vices of a solicitor are practically in- 
dispensable to a proper registration. 
Registration is an unimpeachable rec- 
ord of the existence, the minimum age, 
and the characteristics of the mark, 
and entitles the registrant to special 
remedies for infringement; but the de- 
fendant in an infringement suit may 
plead and prove any proper defence. 
The value of trade-marks to commerce 
is so great that registration has become 
almost universal, and the litigation over 
trade-marks is fierce and incessant, not 
by the fomentation of lawyers, but by 
the struggles of traders to preserve 
their own, or to invade the rights 
of others. 

‘* Browne on Trade-marks” is the 
familiar title of an excellent and divert- 
ing book, dealing with the historical, 
legal and technical aspects of crade- 
marks and analagous subjects. 

Further information may be obtained 
from a pamphlet containing the laws 
relating to the registration of trade- 
marks, which may be obtained free, 
upon application to the Commissioner 
of Patents at Washington. 


ser- 
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ADVERTISING IN 
ISLAND. 


RHODE 


Hartrorp Conn., Dec. 3, 1888. 
What will be the cost of a five-line adver- 
tisement in all the Rhode Island newspapers 
for one month, daily or weekly.—£.xtract 
Srom a Letter from an Advertiser. 


Rhode Island has fifty-two newspa- 
pers—seven are issued daily and thirty- 
four appear weekly. The Providence 
Journal, issued daily, semi-weekly and 
Sunday, with an evening edition called 
the Bulletin, constitute one of the most 
complete newspaper establishments in 
America. These papers have a uni- 
form rate of charge. Everybody who 
advertises in them pays the same rate. 
It is doubtful if there is any other 
State which is so thoroughly covered 
by the various editions of one paper as 
Rhode Island is by the Providence 
Journal and Bulletin. To insert five 
lines, one month, in all editions, will 
cost as follows : 


Daily Journal $4.25 } 
Semi-weekly rs 


1.55 | 
Weekly . 95 | 
Sunday 95 | 
Daily Bulletin 4.25 | 


Or 
$10.90 
in all 
com- 
bined. 


The fifty-two papers of Rhode Is- 
land are estimated to have an average 
issue of 2,235 each, or a total of 
116,250, but there are twenty-six, or 
one-half of all, which print editions 
which in every case average less than a 
thousand copies. The five editions 
above named, emanating from the 
Journal office, are supposed to print 
36,250 copies each issue, or about one- 
third of the total issue of all the papers 
in the State; fully twice as many as 
the total issue of the twenty-six which 
have the smallest editions. 

An advertiser wishing to buy as 
much as five inches of space on a con- 
tract for a year, may wisely consider 
the question of contracting with every 
paper in Rhode Island, and will suc- 
ceed in placing his advertisement in the 
papers of smallest issue at a rate which 
will be reasonably cheap; but for so 
small an advertisement as five lines, to 
be inserted for so short a time as one 
month, he cannot wisely consider the 
question of contracting with the papers 
of very small issue. At a cent a line, 
for 1,000 copies, five lines inserted one 
month in a paper with 1,000 weekly 
issues, would cost 20 cents, but the 
average price charged for it in such pa- 
pers would be one dollar. The adver- 
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tising agent cannot write an essay 
every time an inquiry is made, but it 
the inquirer had in this case sent along 
his five-line advertisement, stated his 
wants, inclosed a check for from $15 t 
$25, asking for the best service to the 
amount of his remittance, his order: 
would have attention. Such orders ar 
carefully executed, but such inquiries 
from strangers, who may or may not 
mean business, are not always answered 
as fully as the inquirer might expect. 
The Rhode Island section of Geo 
P. Rowell & Co.’s Select List of Local 
papers enumerates nine papers outside 
of Providence dailies and weeklies, and 
in most cases the best papers in the 
towns where they are issued. The 


price they charge for inserting five lines 
in this combination for one month, 
daily and weekly, is $6.07. 


_-- 


NO SPECIAL AGENT. 
Orrice or Eveninc Wisconsin, | 
MILWAUKEE, Feb. 8, 1889. | 


Geo. P. Rowell & Co., 10 Spruce Street, 
New York City: 


Dear Sirs—We have been urged to appoint 
and maintain a special agent in New York for 
all Eastern business. The writer has given 
the subject much attention; but is still in 
clined to leave that field, as heretofore,to a 
few leading general agents. 

It is claimed that we are wrong in this; 
that other large newspapers have special 
agents at the East, with live, nustling solici- 
tors in the field, and that the old conservative 
Evening Wisconsin is left out of many esti- 
mates, If this be true, it is because the gen- 
eral agents do not understand the situation 
in the State of Wisconsin, 

No advertiser can cover the City of Mil 
waukee and its suburban towns (where the 
Wisconsin is delivered by carriers the same as 
in Milwaukee) unless he uses the Avening 
Wisconsin. \t has a larger daily circulation 
in that district than all the other English 
daily papers together. Its constituency is the 
dest as well as the largest. As to the State 
at large, there are no fwe papers, in the Stat« 
or out of it, that have as large a circulation or 
so evenly distributed over the whole State as 
the Weekly Wisconsin, 

These are broad assertions, but they are 
well founded. 

An advertiser or his agent can judge pretty 
well of the circulation of any journal by the 
price at which that journal will accept his 
orders. 

Without further trespassing upon your 
time, we call your attention to the facts her« 
stated, and beg you see that your customers 
are offered an opportunity to try the Evening 
and Weekly Wisconsin, assuring them that 
while we will place their advertisements in 
the manner stipulated and do all we can to 
serve them with fidelity, we meust have our 
rates. No deviation is permitted, 
* * * * * * 
Very truly yours 

Cramer, Alkens & CRAMER. 
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NEWS AND NOTES. 

The Office, New York, has removed 
from 37 College Place to 66 and 68 
Duane street. A. O. Kittredge, editor 
of The Office, is also connected with 
The Iron Age, The Metal Worker and 
Carpentry and Building. 

Tabie Talk, that bright culinary and 
household journal, has inaugurated the 
system of printing alternate columns 
of advertisements and light reading 
matter on the advertising pages, inter- 
spersed with brief reading notices. 

February 12, 1889, the eightieth an- 
niversary of the birth of Abraham 
Lincoln, was noted by America, of 
Chicago, by an appropriate article on 
Lincoln’s home and burial place. 

That most excellent of journals de- 
voted to the paper trade, Zhe Paper 
World, of Springfield, Mass., comes to 
us this month with four of its usually 
interesting pages blank. Is this to 
show us the quality of the paper you 
use, Mr. Bryan, or did the ‘‘ devil” pi 
a form ? 

It does not fall to the lot of very 
many men to spend fifty years in one 
undertaking. Fewer still are those in 


any generation who spend half a cent- 
ury in the editorial chair of a single 


newspaper. The recent completion of 
his fiftieth year of service on the Hart- 
ford Zimes by the senior proprietor 
and editor, A. E. Burr, is therefore a 
noteworthy event in the newspaper 
world, and hardly less interesting to 
others than to himself. — Paper World. 

The Evening Journal is one of Al- 
bany’s most prosperous newspapers. 
It enjoys a large circulation and has the 
support of the business public. In 
order to still further strengthen the 
paper, Willet F. Cook, of Canajoharie, 
has become interested in its business 
management. With such a team as 
Charles E. Gantz and Willet F. Cook, 
the business of the /ourna/ will boom. 
For twenty-seven years the former has 
been connected with that paper, and he 
is deeply interested in its prosperity. 
His friends will be glad.to know that 
his hand is still at the helm. He will, 
as of old, have charge of the advertis- 
ing department through which nearly 
every daily paper makes its money. 
Mr. Cook will be the business manager 
of the Journal. He is bright, pushing 
and full of energy, and will surely be 
successful. Albany will give Mr. Cook 
a cordial welcome.—A /bany 
Telegram. 


Sunday x 
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L. B. Pease, since his purchase of 
the Woonsocket (R. I.) Patriot, has 
enlarged that paper and improved its 
appearance by a new dress of type. 

Sun and Shade, of Brooklyn, N. Y., 
claims a circulation of 3,000 copies 
monthly, and is willing to guarantee 
5,000 within six months. 

Mr. J. B. Rose, who for many years 
has been the advertising manager of 
the Royal Baking Powder Company, 
has accepted a position in the advertis- 
ing agency of J. H. Bates & Co. 

The February number of Outing 
contains the second paper on American 
College Athletics. Yale University is 
the subject of the article. 

Mr. L. H. Perlman has severed his 
connections with Chas. H. Fuller’s 
Advertising Agency, and no longer 
represents them in any capacity. Mr. 
Henry Decker succeeds him as Eastern 
agent. 

Mr. J. E. Van Doren, who has re- 
cently returned from the South, says 
there is a growing disposition evinced 
by Southern publishers to adopt means 
for increasing the circulation of their 
papers. Incidentally, Mr. Van Doren 
said that the Nashville American dur- 
ing 1888 doubled its circulation and 
that the Memphis 4ffea/ did even bet- 
ter than that. 

After July 1, the page size of the 
San Francisco -xaminer will be the 
same as that of the New York World. 
The daily and weekly issues will each 
consist of twelve. pages, while the Sun- 
day edition will contain double that 
number of pages. 

On ‘‘ moving day,”” May 1, 77ruth, 
the New York society journal, will re- 
move to new quarters, at 140 Fifth 
avenue. 

We have received from the Montreal 
Witness a copy of their ‘‘ Carnival 
number,” published during the recent 
carnival in Montreal, and containing 
descriptions and illustrations of that 
event and former carnivals. A supple- 
ment, printed in colors, accompanies 
this number, which is indeed a credit- 
able and enterprising piece of work. 





EWSPAPER AT A BARGAIN! 

A well-established newspaper, Demo- 
cratic, in a good section of Tennessee, is of- 
fered for sale at a bargain. Good reasons 
given for wanting to sell. Paper has 700 
cash subscribers, and a good advertising pat- 
ronage. Office well supplied with material, 
including new power press. Address ** TEN- 
NESSEE,” care Geo. P. Rowell & Co., New 
York. 
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PUBLISHERS wishing BICY- 
CLES, by writing to A. W. Gump 
& Co., Dayton, Ohio, can make 
arrangements to pay part of the 
amount in advertising. Largest 
new and second-hand bicycles in 


stock of 
America, Mention this paper. 


HE MOLINE EVENING DIs- 
PATCH is the Best Cireulated 
daily in Northwestern Illinois. Moline is the 
manufacturing centre of the Northwest. As 
an advertising medium the Dutspatcu has 
quality as well as quantity. 
McGLynn & Groom, Publishers. 


TPF\HE NEW YORK PRESS: Daily, 
Weekly and Sunday: The PRESS was 
first published December 1, 1887. Circulation 
February 1, 1888, 26,550. Circulation June 1, 
451944. ‘ire ulation August tT, 66,482. Cire ula- 
tion September 1, 76,480, Circulation October 
I, 90,970. Circulation October 27, 100,064. 
Circulation November 7, 254,846. Advertise - 
should observe and use the New Y ork PR 


pP4tEnts PROCURED by C an 

ane Corcoran Building, Wash- 
ington, D. C., for $65, including govern- 
ment fees and drawings. Every specification 
and amendmen: revised by himself before fil- 
ing. Send description, with rough drawing or 
model, by mail. Preliminary Advice 
Free. Specific advice as to patentability or 
profitableness, $5 to $10, often saving cost of 
application or useless patent. More money 
than ever in patents, but invention must be 
something wanted, and specification, claims 
and and drawings thoroughly prepared. 


“A. WRITER OF ADVERTISING MATTER. 
Address RBER, 


_ York Post Office. 





A Big Jump! 


=28,000 


COPIES OF THE 


TROY DAILY PRESS 


Were gratuitously distributed for thirty days 
in January, by ro REGULAR CARRIERS, 
over routes carefully laid out in Troy, West 
Troy, Cohoes, Green Island, Lansingburgh 
and Waterford, and they were all 


TAKEN IN AND READ. 


After the canvassers took the field the 
circulation jumped up in an unprecedented 
manner, and it is rapidly increasing. 


ME 15.000 ee 
Is what we are after, and “ halt”’ 
ordered until that point is reached. 
H. O’R. TUCKER, 
TROY PRESS CO., 
Y. 


will not be 


Troy, N. 


"Sane MEDAL AWARDED TO 
the Improved Hughes Stereotype Outfit 

At the late American Institute Fair, the Im- 
PROVED HuGHES STEREOTYPE OUTFIT, manu- 
factured by M. J. Hughes, 10 Spruce Street, 

, Was on exhibition, and practical illus- 

trations were. given in all kinds of Stereo- 
typing. Large numbers of printers and pub- 
lishers publicly witnessed the many advan- 

tages to be derived from the several patented 
devices which render stereotyping easy, 

simple, quick, and practical. The Examining 
Committee, composed of experts, practical 
priuters and publishers, after a thorough and 
careful examinat‘on, awarded the medal. This 
is a well-merited compliment, and it is fully 
indorsed by the hundreds of testimonials that 
are being voluntarily given by practical print- 
ers and all those purchasers who know, by 
actual experience, the great benefits to be de- 
rived from the use of the outfit. 


so 


VYOLORED INKS for Type- 

writer Circulars.—We manufac- 

ture Inks for this special purpose—purple, 

blue, or any specified shade—in cans from 

one pound upwards. Price, $1.50 a pound. 

Address W. D. Witson Pkintinc Ink Co. 
(Limited), 140 William St., New York. 


IiTll A DICK MAILER. each 

of six Chicagoians, in from 8 to ro hours, 
stamps on 20,000 ‘** Weekly Inter-Oceans,”’ one 
by one, in P. O. lots, its owner’s name and ac- 
count ; holding each lot, till he wraps, cards 
if big, and P. O. labels it ; fully addressing 
each pre-wrapped single, as its label comes un- 
der the stamp. This is a one man /eat, 
otherwise ieaperaibie. Noagents. ROBER' 
DICK, suffalo, Y 


AS AN ADVERTISING MEDIUM. 
Springfield oo 
Republican, 


Established in 1824, by 
unrivalled in its field. 


rHE 


Samuel Bowles, is 
It is the leading news- 
paper of New England, and the most widely 
known provincial journal in America, Its 
circulation is by far the largest of any daily in 
New England out of Boston, with one pos- 
sible exception. It is read by all 
throughout Western Massachusetts, and pos- 


classes 


sesses an influential clientage in Connecticut, 
Vermont and New Hampshire. 

Tue Repvusiican is a handsome quarto 
sheet, printed on one of Hoe’s Improved Per- 
fecting Presses. No cuts or electrotypes are 
allowed to disfigure its pages, and all adver- 
tisements are tastefully set up and intelligent- 
ly classified. 

Ordinary advertising 5 cents a line of seven 
words, each insertion in Darty or SunpaAy; 
ro cents in Weekty; Displayed, ro cents a 
line, in Datty or Sunpay; cents in 
WEEKLY. 

Reduction for one month or longer. 
for full rate card and specimen copy. 

NEW YORK OFFICE: 

BROADWAY & WALL 

BripGMAN, BirMINGHAM 
GENERAL AGENTS. 


20 


Send 


STREET. 
& Co., 





PRINTERS’ INK. 


WHICH PAPER LEADS IN NEW ENGLAND? 





On DECEMBER ist, 1888, 


The Boston 
Daily Globe 


asked its readers to guess what the average lead in circulation of the DAILY GLOBE 
and SUNDAY GLOBE would be for the year 1888 over the Dai_y Heravp and 
SunpAy HERALD. 


























lo the successful guesser of the average lead of the DAILY GLOBE, and also to 
the successful guesser of the average lead of the SUNDAY GLOBE a prize of $100 


was offered. 


lhe published figures of both papers showed that the Average Daily Cireula- 
tiom of the BOSTON DAILY GLOBE for 1888 was 


135,715 


fhe Average Circulation for the year 1888 of the SUNDAY GLOBE was 


128,515 





The average for the Daily Herald for 1888 was 126,731. The average of the 
Sunday Herald for the same year was 101,269. 


The Average Lead of the DAILY GLOBE for the entire year over the 


Daily Herald was 8.984. 


The Average Lead of the SUNDAY GLOBE over the Sunday 


Herald was 27,246. 





These figures prove conclusively that the BOSTON GLOBE has a Distinet 
Lead in New England, and these figures will be appreciated by all the live adver- 
tisers of the United States. 
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ALWAYS IN THE LEAD! 


The Best soon 9 Re 

The Best Spe 

The Best ash Servive; 

ane Best Pelt ical News; 
» 


9 ade 
The Best in Everything 
THE ps a as in 


the gan Francis e head of all 
4k. nowepapers. 





riters 











PRINTERS’ INK. 
THE 


SAN 
FRANCISCO 





SWORN CIRCULATION, 


45,360 
48,680 
-21,500 


Dailv 
Sunday. 
Weekly. 











MORNING CALL 





A RECORD OF 


Sundays during 


ADVERTISING. 
1888. 





Read 


TOTAL PAGES, 


} 


Read 


Eastern 


Business 





the 


following 


CHRONICLE 


MORNING CALL 94 178 25: 


the 


Following 


36 1S 





Testimonia/s | 


EXAMINER 





Testimonia/s | 


1 128 10 | 








The fact that the CALL carries nearly 3 times as much Dry Gooas Advertising as any 
other San Francisco paper shows that the Local Merchants who best know the value of the 


ows popes: regard the Cat as the best advertising medium. 
dvertising. An examination of the papers wlll readily verify this statement. N: 


General 
circulation talk in this ; 


It also leads all others in 


but open—on the surface—truths, 


The Ca t is the leading newspaper of San Francisco. 





—_— 


We append a few of the many letters in our possession from the leading firms 


of San Francisco. 
J.J. O BRIEN & CO., 


Dry Goops Imporrers. 

San FRAncisco, Sept., 1888. 
Having been a continuous advertiser in the 
MorninG Catt for the past twenty odd years, 
we beg to state that we have at all times con- 
sidered it the best medium used by us for ad- 
vertising purposes. Xesu/¢ and observation 
satisfy us that it circulates in the home cir- 
cles toa greater degree than any other news- 
paper Feared on the Pacific Coast. This is 
so confirmed that we rely almost wholly upon 
its columns for whatever part of our success in 
business is dependent upon newspaper adver- 
tising. At the present time we are using its 

columns to the extent o 1 PSS, per year. 
_ J.J. O'Brien & Co, 


M. J. FLAVIN & Co., 
Tue I, X. L. Srorgs. 
SAN FRANCISCO, Sept., 1888. 
We take pleasure in stating that the Morn- 
InG CALL is one of the best advertising me- 
diums on the Pacific Coast, 7/ mot the best. 
The above facts we prove practically when 


They speak for themselves : 


we state that we hardly believe that we have 
been out of that paper three consecutive days 
in seventeen years. M. J. Fravin & Co. 


KEANE BROS., 
Dry Goops ImporrTers. 
San Francisco, Sept., 1888. 
Having used the columns of the Mornin 
CALL very extensively for a number of years 
past, we desire to testify to its effectiveness 
as an advertising medium. Its general circ 
lation among the public,and principally i 
the homes of all classes, commends it to al 
judicious advertisers. Keane Bros 


CITY OF PARIS 
Dry Goops Emporium. 

San Francisco, Sept., 1888 
We desire to state that for many years w« 
have used the columns of the Morninc Cat! 
as a medium to reach the Aomes of all ciasses 
in the community. We value it as one of, if 
not the very, dest ones mediums in Cali- 

fornia. . Vernier & Co. 





If you want to reach the Aomes of the people of California, you cannot afford to do with 


out THe Catt. 
NEW YORE OFFICE: 
90 POTTER BUILDING. 


F. K. MISCH, 


EasTERN MANAGER 





PRINTERS’ INK. 


1,250,000 


MARCH ANNOUNCEMENT. 























ONE MILLION TWO HUNDRED AND FIFTY THOUSAND 


CIRCULATION IN MARCH. 


THE 


American Rural Home, 


ROCHESTER, N.Y., AND CHICAGO, ILL. 
Will circulate during the following five weeks—each edition—the following : 


March 9 250,000 | March 23.... 250,000 
March 2. ¥ March 30..... .. 250,000 
March i6... 


Total for the 5 weeks.......... ...........1,250,00 Copies 
a 
These immense weekly editions include the regular paid-up subscription list 


of over 150,000 copies, and the extra copies (for which we make no charge), 





will be mailed, post paid, to a select list of names, all different, no duplicates, 





in the Western, Northwestern, Southern, and Pacific Coast States and Terri- 


tories, collated solely with a view of securing them as new subscribers. 
nna 


The Best Paying Advertising Medium in the United States. 


ADVERTISING RATES. 


Regular Display, Agate Line. 
Reading, Solid Agate Line 


DISCOUNTS. 


On the number of Agate lines in less than Consecutive or Every Other Week in- 
Four Consecutive insertions : sertions : 
too Lines, 5 per cent...... ./..... 95 ¢. 4 Times, 5 per cent.. 95 c- 
250 Lines, 10 " . go ¢. 8 Times, 10 = MAS go c. 
500 Lines, 15 = Smaee” benweeelenel 13 Times, 15 ¢ bu’ 85 ce 
1,000 Lines, zo fein 80 c. 26 Times, 2 ” ‘ - .. Bec 
2,000 Lines, 25 ~ hr coceee 798 CG | ge Times, 90 ° acnsptcice sean See 
3,000 Lines, 30 = a Only one line of Discounts available. 


Discounts hold from 4 to 8, etc., 7. ¢., a 7-time advertisement takes the 4-time discount, etc- 








PRINTERS’ INK. 


Six Thousand Village 
Newspapers. 





Small advertisements are inserted one time 
in each separate combination at the price per 
line named on following pages: 


HOW THE PAPERS ARE PRINTED. 


Each of the Co-operative Unions here named represents a 
Company or Corporation, formed for the purpose of furnishing country publishers with sheets 
already printed on ove side, containing general news, miscellaneous matter and a limited 
number of advertisements, but with the other side 4/an4. 


The sheets are sent in this way week by week to the pub- 
lishers ordering them, who, in their own offices, cause to be set up and printed the other, or 
home side,on which appears editorial matter, local news, advertisements, etc. In brief, the 
co-operative sitle is edited and printed by the Union, in its central office, and the home side by 
the editor or publisher of the paper in /7s office. The co-operative side is carefully compiled 
of tle freshest and most interesting general matter, and presents many of the features of a 
large city weekly, It is always well printed, emanating as it does from a large and well- 
equipped city printing establishment. 


THEIR NUMBER AND IMPORTANCE. 
According to the last volume of the AMERICAN NEWSPAPER 


Drrecrory there are 16,310 different newspapers and magazines published in this country and 
Canada. Omitting the larger cities, the daily papers and monthlies, there remains not far 
from nine thousand publications that would be denominated ‘‘ country weeklies.’’ Over six 
thousand of these are now printed upon the co-operative plan—or more than one-half of the 
entire number. This work has necessitated the investment of an actual cash capital exceeding 
one million of dollars, and gives employment in the Union offices alone to at least five hundred 


men. 
THEIR VALUE TO ADVERTISERS. 
As advertising media they offer many advantages. It is quite 


as easy to underestimate as to overestimate their value. Take, for example, the New York 
Newspaper Union List. It prints each week 260 papers. The aggregate circulation 
exceeds 150,000 copies week’ The cost of a one-inch advertisement, one week, is $17.50, 
or about seven cents a pap, an advertiser were to contract with each of these papers 
separately, through its home othce, he would find the cost to be about one dollar a paper, and 
it would necessitate his communicating with each publisher, by mail or otherwise, to learn the 
cost, order the insertion and pay the bill. Through the Union, it can all be done on one appli- 
cation. Hence there is a very large saving on all small orders of both money and labor. If 
an electrotype is to be used, each List requires from one to six only. On large orders the 
discounts are considerable. 


There is hardly a large advertiser in the country who does not 
use these Lists more or less, and most of them make yearly contracts. We use them very 
largely for our own customers, and believe they can be employed to good advantage by every 
advertiser seeking a general business, or desiring to establish direct communication with 
country readers through their home newspapers. 





PRINTERS’ INK. 


CATALOGUE OF 


Co-operative Printing Companies. 


THE FOLLOWING IS A PRETTY COMPLETE LIST 
of the COMPANIES engaged in furnishing these partially printed sheets, together with a 
statement of the number of newspapers controlled by each ; a statement of the territory over 
which the home offices of the newspapers are distributed, and the rate per line (agate 
measure) demanded by each for the insertion of advertisements : 


Rate per 
line one time. 


New York Newspaper Union List of 260 papers s in New Eng- 
land, Middle and Southern States $1.25 


Union Printing Company List of 140 papers, principally in 
New England and Middle States “ ‘ 


New England Newspaper Union List of 120 aye rs in New 
Eng land States 


Central Newspaper Union List of 150 papers, principally 


in Pennsylvania, New Jersey, New York and the South 


Pittsburgh Newspaper Union List of 160 papers, principally 
in Pennsylvania, Ohio, New York and the South 


Baltimore Newspaper Union List of 120 papers, principally 
in Pennsylvania, Maryland, Virginia, West Virginia, North Carolina and Ohio 


Atlanta Newspaper Union List of 220 papers, principally 
in Alabama, Georgia, Tennessee, Louisiana, Mississippi, South Carolina, North 
Carolina and Florida. ‘ 5 it dane 4 ud 


Southern Newspaper Union List of 60 ) papers, prec ipally in 
North Carolina and South Carolina 


American Newspaper Union List of 80 papers, principally 
in Alabama, Louisiana, Florida, Mississippi and Tennessee 


Chicago Newspaper Union List of 34, _ es, principally in 


Illinois, Michigan, lowa, Indiana and Wisconsin 


Sioux City Newspaper Union List of 196 papers principally 


in lowa, Dakota and Nebraska 


Fort Wayne Newspaper Union List of 143 papers, in 
Indiana, Ohio and Michigan 55 09 watav ited & , 


Standard Newspaper Union List of 100 papers, priacigaly. in 
Illinois, lowa, Missouri and Kansas 





SRC ka ne IE 
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Rate per 
line one time. 


Indiana Newspaper Union List of 92 papers, principally in 


Indiana . 


Milwaukee Newspaper Union List of 88 aoeapagers, prin- 
cipally in Wisconsin, Minnesota, Iowa and Michigan. 


Wisconsin Publishers’ Union List of 83 papers in Wiscon- 
sin, Iowa, Illinois, Minnesota and Dakota 


Sioux City Printing Co.’s Newspaper Union List of 166 
papers, principally in lowa, Dakota, Nebraska and Minnesota...... an thee 


North-Western Newspaper Union List of 266 moyepapets, 


principally in Minnesota, Wisconsin and Dakota 


San Francisco and Northern Pacific b eopenpager Union Lists 
of 122 papers on the Pacific Coast. 


Canadian Newspaper Union List of 55 papers in Canada... 


Auxiliary Publishing Co.’s List, Toronto, of 125 papers in 
Canada 


Western Newspaper Union Des Beings 3 List of a papers, 
ID Oa on oid Sac cencsceues cave stvegas 


Western Newspaper Union Omaha List of 240 papers, prin- 
cipally in Nebraska, lowa, Kansas and Idaho Ty 


Western Newspaper Union Kansas City List of 170 popars, 
SE Pay IPOD IOI oy aoa oc wc caansnrvcccsceevbccssccseces 


Western Newspaper Union Detroit List of 110 papers 
in Michigan 


Western Newspaper Union Dallas List of 182 papers, prin- 
cipally in Texas. 


Western Newspaper Union Denver List of 118 papers, 
cipally in Colorado 


Western Newspaper Union St. Louis List of 1oo papers, 
principally in Missouri, Illinois and Arkansas 


Western nome Union Topeka List of 163 papers in 
Kansas 


Western Newspaper Union Lincoln List of 92 papers 4 in 
Nebraska and Kansas 


Boyce’s Chicago Newspaper Union List of 160 papers, prin- 
cipally in Illinois, Indiana, Iowa, Kansas, Michigan, Missouri and Wisconsin... . 


$1.40 





PRINTERS’ INK. 385 


anee 
line one time. 
Kellogg’s Chicago List of 366 papem, pemnepeny in Illinois, 


lowa, Michigan, Indiana and Wisconsin. 


Kellogg’s St. Louis List of 387 papers, principally in Missouri, 


Illinois, Indiana, lowa, Kansas, Arkansas, Louisiana, Tennessee and Texas. . 


Kellogg’s Cleveland List of 195 papers, et oye in Ohio, 


Pennsylvania and New York. 


Kellogg’s Kansas City List of 300 papers, principally in 
Kansas, Missouri and Nebraska. ‘ : raee 


Kellogg’s Cincinnati List of 207 papers, principally in Ohio, 
Indiana, Kentucky, West Virginia and Tennessee 


Kellogg’s Memphis List of 178 papers, princigany in Mis- 


sissippi, Tennessee, Arkansas, Louisiana and Alabama 


Kellogg’s St. Paul List of 106 papers, lliipdettes in Minne- 


sota, Dakota and Wisconsin 


$46 { PER AGATE LINE FOR AN ADVERTISE- 


MENT in the entire list of 6,295 papers, with an aggregate circu- 
lation of more than Three Million Copies Weekly. 


5 Lines for $200.00 


10 Lines for 375.00 
1 Inch ,, ii for 500.00 


DISCOUNTS, FOR CONTINUED INSERTIONS AND 
large orders, are always given. ‘The amount of the discount depends upon the size 
of the order, and varies from 5 per cent, to 50 per cent., and on very large orders it is 
even more than this. 


A CASH OFFER. 
—_ For $750 casu with THE ORDER 


an advertisement occupying two full inches of space will be inserted one 
time in six thousand two hundred and ninety-five newspapers. 





Address orders to 
GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
1o Spruce St., New York. 
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Miscellanies. 


An ‘‘accessory after the fact,” 
William Henry, is nothing more nor 
less than a common, every-day news- 
paper reporter.— Practical Farmer. 


Two advertisements appeared in a 
daily newspaper. One read; ‘‘ Want- 
ed—A female servant in a medium- 
sized family."" The other: ‘‘ Wanted 
—A young lady to do housework.” 
The latter brought sixty replies, the 
former only two. Wonder why ?— 
Drake's Magazine.® 


An advertisement in a far West daily 
reads: ‘‘ Lost—Three cows; one of 
them a bull.” —.S¢. Louis Magazine. 


A.—lI think the authorities ought to 
shut down on this disgraceful prize- 
fighting. 

B.—You are right, but in my opinion 
the newspapers are to blame for pub- 
lishing all the details of the fights. 

**’Ere’s yer Datly News ; all about 
the fight between Bill the Kid and 
Mike McDoolihan!”’ shouted a news- 
boy. 

A. and B. (simultaneously)—Here, 
boy, lemme have one of them papers.— 
Texas Siftings. 


Query: Would the banishment of 
the bustle signify a lowering of the 
position of the newspaper in the social 
world ?—Fort Worth ( 7Tex.) Gazette. 


‘*The more hurry the less speed,” 
or, in other words, the more hurry the 
deeper the newspaper man inadvertent- 
ly socks his paste brush into the ink- 
stand.—Oi/ City Blizzard. 


Mr. Wilson (playwright)—How do 
you like my new play, Sparkle? 

Mr. Sparkle (dramatic critic)—Noth- 
ing in it, I regret to say. 

Mr. Wilson (passing him a $100 
note)—True; but what will you say 
about it in the paper to-morrow ? 

Mr. Sparkle—Say? I propose treat- 
ing it as the greatest play of the cen- 
tury.— Texas Siftings. 


You must stick to facts,” said the 
editor, instructing the new reporter ; 
‘‘the only fictitious character you can 
introduce in your articles is the well- 
known man who consents to speak of 
the subject provided his name isn’t 
mentioned.” —Puck 


PRINTERS’ 


INK. 


Amongst the replies to an advertis: 
ment of a musical committee for 
candidate as Organist, music teacher, 
etc., was the following : ‘‘ Gentlemen 
I noticed your advertisement for a: 
organist and music teacher, either lad 
or gentleman. Having been both {: 
several years, I offer you my services 
— The Electrotyper. 


Miss Kate Field—I have called t 
see the religious editor. As the great 
American champion of California wines 
as a solution of the temperance prob- 
lem, I sent him a case of the wines, 
with a request for a strong article or 
the subject in the religious department 
but the article has not appeared. 

Office Boy—No, mum ; he’s drun 
yet." —Philadelphia Record. 


“Your article is accepted, and w 
appear in a prominent place in to- 
morrow’s paper,” wrote an editor 
Was the article a poem? Oh, no, it 
was a dollar-a-line reading notice from 
an advertising agent. 


‘“You newspaper men would b 
ruined by the millennium, because ther 
would be nothing to write about.”’ 

“You are entirely wrong. Wher 
the millennium comes our columns wil 
contain nothing but paid-for ads.”- 
Harper's Bazar. 


Wife—Where are you going, John 
It’s getting very late. 

Husband (who has been reading a 
patent medicine almanac)—I'm going 
to see a doctor if I live to find one.— 


Harper's Bazar. 


A wedding took place in New York 
the other day, where Mr. Wood es- 
poused a Miss Pyle, of Brooklyn. The 
advertisement read ; ‘‘ Wood—Pyle.”’— 
New York Star. 


Whooper—Is it true that Blank’s 
paper is going to suspend ? 

Scooper—It looks that way. 
are beginning to offer premiums. 


They 


The city editor wrote an article an: 
headed it ‘‘Doom of the Bustle.’ 
Then he went out on the street, mac 
observations of the dresses worn b) 
the ladies out shopping, rushed back 
to the office, and substituted a ‘‘B 
for the ‘‘ D” in the first word in the 
title of his bustle article. —Norristoew 
Flerald. 


Printers’ Ink: New York, February 15, 1889. 





